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Billboard is an advertising space that is used to capture the attention of passing 
motorists. It is constantly visible at all time and every day of the week. Due to the 
distinguish nature of the billboard together with its conspicuousness, passing 
motorists will not be able to avoid but to notice or accept the products, services or 
values transferred by the billboards. Hence, this impactful power of billboard must 
not be taken for granted especially the one that is related to Islamic teachings or 
beliefs. Therefore, this paper investigates the values portrayed by muslimah 
cosmetic billboards. The analysis includes a discussion of the composition of the 
muslimah cosmetic billboards through multimodal elements. The findings reveal 
that a specific mode of communication relay certain values that may change 
muslimah perception of cosmetics products and beauty. Based on the results, this 
article concludes that billboard advertisement is a potent medium in transforming 
the concept of beauty and modesty among muslimah.  
 
Keywords: multimodal, muslimah, beauty, cosmetic billboards.  
 
INTRODUCTION  
Advertisements have a powerful impact on people‘s lives. It is one of the ways for 
the manufacturers to sell their products. It is seen as ―the engine of commerce, 
plays a critical role in the success of a company in this increasingly 
commercialised society‖ (Li, 2015, 205). Advertisements are ubiquitous, and their 
presence is unavoidable. There are various mediums of advertising such as using 
broadcast media like television and radio, internet, print media such as magazine 
and newspaper and support media just to name a few. Support media such as 
billboard is another option of message delivery as it is one of the ways to reach a 
wider target audience with higher exposure frequency. Besides, billboard is useful 
as it can be seen from a distance of 100 to 500 feet (Arens, 2004). Due to these 
benefits of billboard, many companies erected their billboards at strategic places 
along the roads.  
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The main aim of advertisements is to influence the viewer to purchase the 
product presented, hence an advertisement must be persuasive and invoke 
certain feelings, emotions and values of the viewer (Dastjerdi, 2012). 
According to Fairclough (2001, p.30), advertisements carry hidden 
ideology. He also adds that the language of advertising is one of the 
discourses that ―contain ideologies which legitimize existing societal 
relations‖.  
Given the impact of advertisement to the audience, the remainder of this 
paper looks at how, through a blending of visual and verbal composition 
on the billboards pitch in the overall meaning of the advertisement from 
multimodal perspective. The advertisements analysed are a combination 
of one Nurraysa advertisement and two Norah advertisements. 
 
LITERATURE REVIEW 
There are two ways of looking at language. One of the ways is to view it as 
Saussere‘s parole, or how the language is used and the other as Saussere‘s langue, 
which focuses on language as a system irrespective of its use. According to 
Jørgensen and Philips (2002, 10), langue is ‗fixed and unchangeable‘ in which it 
is internalized in the brain and it governs how one uses the language. On the 
contrary, parole is the real representation of langue as it depends on context 
(Jørgensen and Philips, 2002). This social system of langue and parole later lead 
to post structuralism which dismisses the idea of language as a system is 
independent of its use. 
According to Kress (2004), language presented in the form of written, 
spoken or visual displays different meaning depending on its context. 
Thus, critical analysis on text is important in finding the relationship 
between the language and its social effect. In the realm of advertising, it 
uses multimodality as its prominent feature. Hence, multimodality or the 
assimilation of various modes such as illustration, colour, written text, 
space etc. in human communication (Kress, 2003) is utilized in 
advertising to achieve its optimum effectiveness. These combinations of 
modalities are known as multimodality.  
 
Multimodality in advertisement 
Searches on multimodality in Malaysian billboards are not very encouraging. 
Suhami and Noraini (2017), studied the signboards designs and words from 
various locations in Kota Kinabalu. They studied 130 signboards on its 
background and wording colours, language used and their imagery. The research 
found that English language is heavily used in the signpost as it is a symbol of 
prestige and sign of globalised business. Other researches also include multimodal 
analysis on Malaysian television commercials (Melissa et. Al, 2017), Malaysian 
tourist blogs (Denti, 2015) and magazine cover (Salveen, 2015). Therefore, this 
research has a significant role to analyse and determine the concept of beauty 








Beauty in Islam 
Islam does not have any clear definition of physical beauty. ―He Who has made 
everything which He has created most good (beautiful: al-Hosn): He began the 
creation of man with [nothing more than] clay‖ (32:7). This verse mentions that 
every creation is beautiful and human must appreciate and observe the beauty in 
all creation. In addition, Prophet (PBUH) said that ―God is beautiful and He loves 
beauty‖. In essence, Islam is a religion that encourages its followers to be 
beautiful as Allah loves beauty. Nonetheless, physical beauty is a perishable 
quality such as wealth, rank and occupation. In Islam, physical beauty carry little 
worth as it must be accompanied with inner beauty to carry its worth and 
significance. Hence, physical beauty must be supported with good deeds and piety 
to be carried to the hereafter.  
Spahic (2015) mentions that, man‘s daily interaction with the world 
created a ―miscellaneous crafts, arts, vocations, industries, traditions and cultural 
refined patterns, ought to be all geared towards rising above the physical facet of 
the world‖. So with these complex human interactions, human should ponder at 
the interconnectedness of the world and strive above the material world and seek 
the blessing of Allah. However, the idea of beauty embraced by muslimah 
nowadays is heavily exaggerated by our culture. Having young-looking features 
such as big eyes, full lips, flawless skin and high cheekbones are the attributes that 
define beauty (Goodman et al. 2008). Thus, in order to fulfill the abovementioned 
definition of beauty, many cosmetic products are readily available in the market. 
As a consequence, the spiritual element has taken a back seat due to the 
bombardment of cosmetic advertisements changing the value of physical beauty 
especially among muslimah.  
 
Composition theory 
According to Kress and van Leeuwen (1996, p. 183), information value is ―The 
placement of elements (participants and syntagms that relate them to each other 
and to the viewer) endows them with the specific informational values attached to 
the various ‗zones‘ of the image: left and right, top and bottom, centre and margin. 
For the horizontal axes, left is glossed as given and the right is new. Given is 
defined as the information that the reader already knows whereas new is the 
information that reader needs to know. In the case of vertical axes, they are 
termed as ideal and real. Ideal is the general essence of information and real is 
more focus, specific information (Kress and van Leeuwen, 2006). In the case of 
centre and margin, they are defined as the nucleus of information and the 
elements that depend on central information respectively (Martin and Rose, 2004).  
Salience is defined as ―The elements (participants and representational 
and interactive syntagms) are made to attract the viewer‘s attention to different 
degrees, as realized by such factors as placement in the foreground or background, 





(Kress and van Leeuwen, 1996, p.183). In essence, salience helps the reader to 
rank the information based on its importance in the text (Bok, 2008).  
The final principle, frame, is a ―Schemata of interpretation that provides a 
context for understanding information and enables us to locate, perceive, identify 
and label‖ (Goffman, 1974). Thus framing is ―The presence or absence of framing 
devices (realized by elements which create the dividing lines, or by actual frame 
lines) disconnects or connects elements of the image, signifying that they belong 
or do not belong together in some sense‖ (Kress and van Leeuwen, 1996, p.183). 
 
 
Figure 1: Kress and van Leeuwen‘s (1996) dimensions of visual space 
 
METHODOLOGY 
This paper utilizes multimodal analysis in order to fulfil the research objective. It 
is important to note that multimodal analysis is a subjective interpretation of text. 
Hence, the findings of this research are solely of authors‘ interpretations only. 
Several billboards were chosen which fulfilled the criteria of muslimah cosmetic 
billboards and advertisements from Nurraysa and Norah were chosen as they were 
considered fit the purpose of this study. In the analysis, multimodal analysis is 
applied to examine the reception of the messages mediated by both Nurraysa and 
Norah advertisements. These involve the analysis on the three principles of 
composition and the hidden values transmit by each of the billboards.  
For this stratified purposeful sampling, Nurraysa cosmetic advertisement 
was chosen. This cosmetic brand is a product of Nurraysa Global Sdn Bhd. This 
company is based in Pahang, Malaysia and established in 2013 and manufactures 
halal cosmetic and beauty products that are ablution (wudhu) friendly. Their lines 
of product are also free of harmful chemicals through the use of natural 
ingredients. As for Norah advertisements, the ―Norah Organic Hair Removal‖ is 
the main product of Noorain Beauty Sdn Bhd. It is a company based in Selangor, 
Malaysia. It was founded in November 2013 and focuses its business in producing 










Norah ad 1 
 
 




Information value: Left and right  
In the left-right directionality of the advertisements, only one company presents 
their logo and their tagline on the left side of the billboard. Nurraysa ad does not 
have any visible information on the left side of the billboard. However, both 
Norah ads 1 and 2 include the company‘s logo on the left side of the billboard 
which also include the picture of the founder of the product. Norah 1 shows the 
founder, a woman wearing hijab holding the product on her hand. Her eyes are 





blowing or giving a kiss. Conversely, Norah ad 2 displays the same hijab-wearing 
founder portraying a highly suggestive gestures of putting her index finger near to 
her lips insinuating the action of keeping or whispering a secret. Hence, the given 
information is similar for both advertisements of which the company logo is 
placed on the top left side of the billboard. However, Norah advertisements 
include the picture of the founder at the same side as the logo serving as familiar 
or known information to the viewer. In the right or new horizon, Nurraysa ad 
presents the face of the founder, a woman wearing black niqab covering the 
bottom half of her face leaving only the eyes and the forehead to be visible to the 
viewer. Her eyes are also directly gazing at the viewer. The positioning of the face 
is not done in traditional vertical line but it is positioned slanted to the left 
suggesting the action of peeking at the viewer.  
 
Top and bottom 
For the first element of information value, both advertisements utilize the axes 
described by Kress and van Leeuwen. Based on the syntactical form of analysis, 
Nurraysa ad inserts a Wh- interrogative sentence ―What Sa…?‖ at the top left 
corner of the billboard to elicit or remind the viewer of their products. The 
question asks ―What Sa…?‖ rhymes with the company‘s name which is Nurraysa. 
The placement of the text which is at the top of the billboard also shows the high 
value put on the product‘s name and also represents the ideal or the perfect 
product for the potential customer and inadvertently serves as brand placement of 
the product. As for Norah ad 1, it also uses the same interrogative question which 
is ―Do you use Norah?‖ at the top right corner of the billboard. As for Norah ad 2, 
only the company logo is presented at the top left corner of the advertisement. 
These advertisements also agree with the notion of ideal element in which the 
name of the company is placed on the top side of the advertisements to create a 
sense of authority and positive admiration from the viewer. At the bottom of the 
advertisements, Nurraysa ad shows the real or down-to-earth information of the 
products which are their contact information, website address and online 
applications. The pattern is similar with Norah ad 1 and 2 in which the website 
address is presented at the bottom left corner of the billboard. Hence, the real 
information of the product can be attained through online search at their websites, 
online applications or telephone.  
 
Centre and margins 
For the centre dimension, Nurraysa ad presents a lot of information in their 
billboard. They present the company‘s logo and the declarative product 
description which is wudhu friendly product. The tagline is presented in large 
font, using bold and capitalized letters. Below the tagline is their arrays of product 
such as lipstick, blusher and mascara just to name a few. There is no central 
information presented in Norah ad 1, but in Norah ad 2 it illustrates an 
exclamatory sentence ―I use Norah!‖ at the centre of the billboard. The declarative 
sentence expresses a strong emotion with the use of exclamation mark. So, both 





product‘s distinct attribute of wudhu friendly and the other as a pledge of using 
the product.  
 
Salience 
For the second principle of salience, the picture of the founder wearing niqab in 
Nurraysa ad is the most salient element in the composition. It covers a third of the 
whole billboard hence highly visible to the viewer. Another salient element in the 
advertisement is the declarative sentence at the centre of the billboard noting the 
product as wudhu friendly product. In addition, the advertisement uses white 
background contrasting with black and pink which are the traditional colour of 
niqab and femininity respectively. The products presented at the bottom of the 
advertisement also share the colours of black, pink and white complementing the 
company‘s logo. Contact information and web address are highlighted in white 
font against the pink box. Internet applications such as Apple App Store and 
Google Play store are presented in black to mark their contrast. This information 
however is separated with a white void which acts as a frame and discontinuation 
of the information presented. For Norah advertisements, the turquoise billboards 
seem to give a stark contrast with the natural surroundings. The interrogative 
sentence ―Do you use Norah?‖ and exclamatory sentence ―I use Norah!‖ are 
presented in a big, black and casual cursive in contrast of a white background. The 
sentences presented albeit horizontal, but it is slightly raised from the axis. The 
white space surrounding the sentences is another salient feature in which it adds 
the sense of individuality in the composition. The declarative sentence ―100% 
organic hair remover‖ at the bottom right corner is printed in white, capital letters 
in contrast of the turquoise background in order to show the importance of the 
product. In addition, the garments worn by the founder which are electric blue 
dress and yellow mustard hijab are very striking. These will capture the reader‘s 
attention and unconsciously add to the advertisement‘s salience.  
 
Framing 
For the third principle of framing, both advertisements use distinct framing for 
their advertisements. Nurraysa ad uses white background to show the cohesion 
between the company logo, their products, tagline and the face of the founder 
whereas their contact information, webs address and application stores are 
presented in a pink box separated by a white border. As for Norah advertisements, 
the same method is applied whereby the company‘s logo, the picture of the 
founder, the tagline and website address are presented on the foreground of 
turquoise wall. Only the sentences of ―Do you use Norah?‖ and ―I use Norah!‖ are 
presented in black font foregrounding the white space.  
 
DISCUSSIONS 
After a detailed analysis and considerations on the visual and linguistic features of 
the advertisements, several points of discussions can be presented. The way 
Nurraysa and Norah construct their advertisements are not only to sell their 





founders which cover most of the advertisement show that they are confident 
women of power. This potent cultural symbol defines the lifestyle association of 
the product but not the value of the product itself (Machin, 2016). In addition, the 
founders wore niqab and hijab which are symbolic of muslimah that imbue the 
notion that muslimah who covered their head with hijab and also niqab can be 
beautiful by using their products. Women wearing niqab are seen as more demure 
as they do not show their face and was customary at the time of the Prophet 
(PBUH). Since niqab wearing is not a tradition in Malaysia, those who wear niqab 
are considered as having high level of humility as they do not expose themselves 
in public or to attract attention. Therefore, it is even very awkward to see a niqab-
wearing model to appear in the public. This is in contrast with Islamic teaching 
which teaches female to be humble and has a high level of humility as not to 
attract male‘s attention. ―Say to the believing men that they should lower their 
gaze and guard their modesty: that will make for greater purity for them: And 
Allah is well acquainted with all that they do‖ (Surah al-Nur, 24:30).  
This also leads to another argument of the value of Islamic beauty. 
Islamic teaching condones the habit of women beautifying themselves for their 
husband. ―And say to the believing women that they should lower their gaze and 
guard their modesty; that they should not display their beauty and ornaments 
except what (must ordinarily) appear thereof; that they should draw their veils 
over their bosoms and not display their beauty except to their husbands, their 
fathers, their husband's fathers, their sons, their husbands' sons, their brothers or 
their brothers' sons, or their sisters' sons, or their women, or the slaves whom their 
right hands possess, or male servants free of physical needs, or small children who 
have no sense of the shame of sex; and that they should not strike their feet in 
order to draw attention to their hidden ornaments. And O ye Believers! Turn ye all 
together towards Allah, that ye may attain Bliss‖ (Surah al-Nur, 24:31). Hence, 
putting on make-up and removing certain facial hair and to parade them to the 
public are actually forbidden in Islam. However the emergence of these products 
which emphasize on them being wudhu friendly make-up and 100% organic hair 
remover, imposes a new value or beauty habit among the muslimah which is not 
based from Islamic teachings. For example, wudhu friendly product teaches the 
idea that women must put on make-up while performing their solat. This may lead 
to the idea that if a muslimah can put on make-up during solat which is the 
obligatory activity of worshipping Allah the Almighty, therefore putting on make-
up in front of public is also allowable. On the other hand, removing any unwanted 
hair on their body insinuates the idea of not to have body hair be considered as 
modern and beautiful muslimah suppressing the notion of inner beauty of 
devotion and piousness.  
The actions modelled by the founders were also inappropriate. Nurraysa 
ad shows the action of a muslimah peeking directly at the viewer in which the 
action is deemed naughty and inappropriate to be done by an adult niqab-clad 
muslimah. Norah advertisements also follow the mainstream value of advertising 
which include suggestive actions. According to Kaplan (2007) advertisements 





advertisements which do not use these elements. Thus, Norah ad 1 shows the lips 
pouting and Norah ad 2 shows the whispering gestures while looking directly at 
the viewers. These suggestive conducts violates certain norms and not in tandem 
with Islamic values. Muslim must lower their gaze and act modestly as not to infer 
any negative thoughts from viewer of different gender ―On the Day when some 
faces will become white and some faces will become black; as for those whose 
faces will become dark (to them will be said): ―Did you reject Faith after 
accepting it? Then taste the torment for rejecting Faith.‖ (Surah ‗Ali Imran, 
3:106). 
Both advertisements use striking background colour in their billboards, 
which are white and turquoise. Nurraysa ad uses white which can be interpreted as 
clean and pure. This is among the salient features of the composition which the 
reader can infer that the product being displayed carry the feelings of goodness 
and innocence. Norah advertisements also use striking turquoise colour which also 
adds to their salience. Even the colours of the garments worn by the founders were 
also very striking. These eye catching colour composition is contradicting with 
Islamic teaching which is to not attract other people‘s attention to themselves as it 
may lead to fitnah or slander. Nevertheless, these embedded values show that 
these behaviours are becoming acceptable by muslim women of today.  
 
CONCLUSIONS  
The purpose of this study is to analyse the composition of the muslimah cosmetic 
billboards and to investigate the values that these advertisements bring to the 
public. Content analysis were chosen to fulfil the research objectives. Kress and 
van Leeuwen Theory of Composition (1996) which consists of information value, 
salience and framing were selected to study these advertisements.  
Muslimah cosmetic advertisements are relatively common on television, 
online platform, radio and billboard. These advertisements elevate a new meaning 
of beauty among Muslim women. However with the abundance of cosmetic 
advertisements everywhere, they also promote a new way of perceiving beauty 
among muslimah. These newly incorporated values among muslimah however 
may imply new value of Islamic beauty that may cause misconception of 
Muslim‘s way of life.  
Therefore, it is important for future research to carry a more extensive 
sampling of muslimah cosmetic advertisements and to study the value that these 
advertisements carry. With the use of mass media, the process of knowledge 
transfer is limitless. Hence, it is imperative to ensure that mass media namely 
billboard to convey the real and correct teaching of Islam as it is a powerful agent 
in changing the social norms. 
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